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As a part of the social culture, From the beginning of the last century, 
Advertising have focused on gay issues. With the further development of commodity 
society, many western advertisers realize the great potential of the homosexual 
segment market, so investing more and more energy to research and develop 
homosexual advertisements. In China, more and more homosexual issues appear in 
people's field of vision in recent years. From the open and free network media, to the 
traditional and conservative mass media, People paid more and more attention to the 
homosexual topics . Homosexual advertisements also frequently appeared in network 
media and magazines. However, What is the attitude of Chinese consumers to the 
sensitive advertisements? what principle should be followed In the Chinese market for 
homosexual advertisements? 
In this empirical research, two experiments was done to solve the above 
problems. Experiment one introduce the product type (hedonic type vs. functional 
type) as the independent variables, check the interaction of the advertisement 
effectiveness between the different types of products and advertising expression 
(homosexual vs. heterosexual); With reference to the western research at the same 
time, use the homosexual tolerance (high vs. low) as the independent variable to 
investigate the attitude toward homosexuality advertising, brand attitude and purchase 
intention of the consumers with different tolerance to the homosexuality. Experiment 
two use homosexual degree(explicit vs. implicit), homosexual tolerance (high vs. low) 
as the independent variable, makes a research on the effect of homosexual degree to 
the homosexual advertisement; And the interaction of the two independent variables 
on the advertising attitude, brand attitude and purchase intention. 
This research found that: first, whether hedonic products or functional products, 
Chinese consumers prefer heterosexual advertising. Second, on the whole, 
homosexual advertisements using implicit way would lead to a better advertising 















advertisements, while low homosexual tolerance groups have better attitude to 
obscure homosexual advertisements. According to the above research conclusions, 
this paper puts forward the following recommendations for Chinese homosexual AD: 
first of all, in the Chinese market, use heterosexual advertising as far as possible can 
achieve better advertising effect. Secondly, if it must use homosexual element, make it 
implicit and obscure as far as possible. Finally, if specifically for homosexual 
community in the homosexual media, you can use the obvious homosexual expression 
to win a good attitude of the group. 
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发了线上线下年轻人的各种调侃，截止到 2013 年 2 月 28 日，新浪微博“微话题”




断拍摄的同性题材电影（如 1993 年的《霸王别姬》、1997 年的《春光乍泄》、2001







20 世纪 80 年代的美国，大部分的企业甚至没有意识到这个细分市场的存在，某
些有意试水的企业也不敢在营销活动中直指这一特殊群体，因为害怕得罪态度并
不那么友好的异性恋群体。随着同志杂志和报纸的不断抗争，在 80 年代末的时
候，同性恋市场这一“缝隙市场”（niche market）终于得以承认（Joe Bob 
Hester&Rhonda Gibson，2007），一些较为前卫、张扬的品牌如 D&G（Dolce& 
Gabbana）、CK（Kalvin Klein）、贝纳通（Benetton）等开始积极关注这一群体并




                                                        



















宜家（IKEA）(Oakenfull et al.，2005)。 
尽管同性恋市场的认可比较晚，但是事实上，第一则同性恋广告可以追溯到










展。在百度视频输入“同性恋广告”，会出现 1347 个与之相关的视频③。而许多    
                                                        
②  http://cheshirecat.blogbus.com/logs/35896014.html ，2013-2-28 查 
③ http://video.baidu.com/v?ct=301989888&rn=20&pn=0&db=0&s=8&word=%CD%AC%D0%D4%C1%B5% 

















男人频道 2009 年 7 月 10 日就发布了一条“广告大片中的’同志情’”帖子④，淡










图 1.2 宜家同性恋电视广告之刚睡醒篇 
嗅觉敏锐的广告主及时的发现市场做出营销策略是有一定道理的，美国 1995
年的人口统计资料就指出：同性恋市场是一块尚未开发的金矿。因为这个群体高
                                                        
④ http://men.sohu.com/20090710/n265132151.shtml 2013 年 4 月 16 日查 















学历、高收入又一搬无家属（“Out of the Closet,” American Demographics, May 
1994, 40-46）。根据 Witck 和 Combs（2006）的估计，光是在美国，同性恋人口
就约有 2100 万，平均一年的购买能力高达 6410 亿美元，而且这部分群体往往不
需要养育子女，则其实际可支配金额比普通异性恋者要高。而在中国，根据社会
学专家李银河（2002）10 年前的估计，中国同性恋人口在当时就已经占总人口
10%达到 3900——5200 万。这些数字无不说明，同性恋市场暗含庞大商机。 
然而，尽管同性恋广告出现越来越频繁，但是在其发展过程中，依然遇到了
很多问题与阻力。首先，社会大众对同性恋的态度使得广告主本身充满担心，由
于社会大众对同性恋的态度依然有较大分歧（cf. Weinberg 1972, Levitt and 
Klassen 1974；San Francisco Chronicle, June 20, 1994），所以直接在大众媒体上播































图 1.3 1991-2007 年同性恋广告数量变化趋势 
资料来源：王婵《同性恋广告研究》（2011） 
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